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it's PEOPLE
WHO MAKE
THE NEWS

26

Once her nine-year-old has left for
school, Joann pours a second cup of
coffee and settles down with her copy
in her sunny kitchen in Willowdale,
Canada. Jim, Joann's husband, is in the
Toronto Office of DPH&S.
John reads his copy as he waits for
his wife in the shopping center in Pasadena, California. John is a principal in
the H&S Los Angeles Office.
Linda reads hers on the sands of Condado Beach, Puerto Rico. She works as
a secretary for H&S, San Juan.
What are they reading? Newsletters.
In Toronto, its called For Your Info.
In Los Angeles, there are two: Review
Notes, a quarterly, and The Ledger, a
bi-weekly. In San J u a n Saludas de
H.&S. San Juan is the name.
Joann reads her copy right through—
from beginning to end. Even though
she doesn't know all the people the
newsletter mentions, she gets a chance
to find out what's happening in her
husband's office. John turns to the
"Sports in Review" column to see
what's new in the Lo-Ball Golf Association. Who captured low gross average this time around? A picnic is coming up for the San Juan Office. Linda
checks the newsletter for the details.
The names — Joann, Jim, John and
Linda — are fictitious. But the places
and the newsletters are not. Incidents
like these occur all the time, according
to what thirteen H&S offices have told
H&S Reports about their newsletters.
Maybe your office is publishing a
newsletter. Maybe you are considering
the possibility. Or maybe you hadn't

seriously taken up the idea. In any
event, experience proves that a newsletter can be fun—fun to read and not
bad fun to put together. An office publication offers something to H&S people
and their families that they can get in
no other way—not by newspaper, T V
or magazine
because it tells them
news of their own particular office and
Firm. No bulletin board can offer such
a full record of matters of interest. And
San Juan reports another advantage of
a newsletter: less memo sending.
Keith Dorricott, editor in the Canadian Head Office of DPH&S, says of
For Your Info.: "Many people like the
humorous parts. It entertains as well as
informs." Duane Whitmarsh, editor of
Houston Highlights, Says the office
newsletter contributes to "high morale
and team spirit." And the Philadelphia
Office says its 'Newsline Seventy offers
better infra-office communications.
Possibly the granddaddy of all H&S
newsletters (first published in 1 9 5 1
and then called 1620 News),
ErieViews in Cleveland gets an enthusiastic
reception not only from staff and their
families, but especially from H&S members in the armed forces.
For those offices ready to start a
newsletter, with the blessing of their
partners in charge, a good first step is
to make contact with people in other
offices that already have them. By getting your name on their mailing lists,
you can see what others are doing.
Those already in full-steam-ahead
newsletter production may also find
such an exchange can be helpful. News-

letters outside the Firm should not be
overlooked. Maybe a friend receives a
swinging publication that has a feature
or a format which will give you ideas.
An office newsletter should meet the
needs of that office. The San Juan Office, for instance, publishes a bi-lingual
newsletter; one column of each page is
in English, the other in Spanish. San
Juan's needs are unique.
The editorial staff of Carolina Chatter (Charlotte Office), sums up its editorial policy this way: "We have no
specific features for every issue. We
print our newsletter strictly for our people .. .We strive for new ideas for each
issue to continue to make our newsletter interesting and appealing for our
employees and their families."
News of people in the Firm and of
their families is always good reading. It
helps to know about new people on the
staff. And who's engaged. Who was
just married? What about transfers to
other offices, alumni, former office
members on foreign assignments?
Several offices report the success of
such articles. Catherine Pitcock, editor of the Financial Department ( E O )
Financially Speaking, says that the regular feature covering such events as
engagements and weddings is one of
the first things that the people in the
department look at.
Then there are after-work activities.
It may surprise readers to learn that
someone in the office races his Porsche
every possible Sunday on. the sands of
Bridgehampton, Long Island. Or that
one of the tax men has a Yorkshire ter-

rier that won "best of breed" in the
local Armory show. In writing about
these events, you'll find that fellow employees really would like to know. And
such articles can help bring together
people with common interests.
Former members of the office can
also make entertaining and informative
contributions that H&S people enjoy
reading. A recent issue of Heard if
Seen (Chicago), carried two letters
from Paris. In them former Windy Cityites conveyed their impressions of life
in that cosmopolitan European center—
a far cry from life along the shores of
Lake Michigan. Such additions add to
the scope of an office newsletter.
What about a shop and swap column? Many company newsletters carry
them regularly, and they have proved
to be highly popular. This feature may
not be the perfect way to sell that Black
Angus bull, or rent your one-room cottage next to the railroad track. But if
your Siamese cat just had a litter and
you're looking for five good homes, this
column might prove to he a better
marketplace than the classified section
in the local newspaper, And the cost
per word is zero. In H&S you know the
buyers and sellers.
Above all, a newsletter should be entertaining. A little humor helps—even
if it is a bit irreverent at rimes. The
Canadian Head Office publication For
Your Info, reveals the characteristic
zest for life of our Canadian colleagues.
Cartoons and jokes, reprinted from
H&S newsletters or elsewhere, can add
just the right balance to more formal

presentations. But the source should
be given credit. If the item is worth
reprinting, it's worth a line, "from the
Office newsletter." And recipes
—both the cooking-for-two variety and
those with a Cordon Bleu flair—may inspire wives to share their favorite dishes
which they save for those 9 p.m. busyseason dinners. A file of cartoons, jokes,
and recipes can offer likely candidates
for the next issue.
But not all news need be "folksy." A
successful newsletter recognizes the importance, of the work-a-day world of
the professional accountant. Many offices publish a list of their latest library
acquisitions that staff and partners may
find especially worthwhile. The Cleveland Office newsletter, among others,
lists a calendar of upcoming professional meetings - a valuable help to
busy people, Cy Bernstein, principal in
the New York Office, bylined an article
on tax matters in a recent issue of that
office's 600-Minutes. Mary Ellen Gilbert, also in New York, told what life is
like for a woman accountant. And the
Seattle Office gave a state tax roundup,
a quick summary of tax situations in
various states.
Client profiles are also winners,, according to Ron Van Thyne, editor of
the Los Angeles Office Review Notes,
which is distributed not only to office
people, but also to almnni and even
some clients. He says that these articles
are the most popular features. Los Angeles people "learn more about the clients we serve," he told H&S Reports.
Philadelphia must be thinking along

EIGHT STEPS
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the same lines. Now in the works at
that office is a plan to start a series of
similar articles.
In addition to introducing clients to
H&S people, a newsletter can acquaint
the office family with partners from
other offices. The Publications Department, EO, can provide a biographical
sketch and photograph that will give
more dimension to each man than can
be found in the Partners Brochure.
How is news found? Many offices
use informal methods of interviewing
and reporting. They just walk around
the office and ask: "Tried any new recipes?" or "What's happening out at
your house, Joe?"
The Los Angeles Office newsletter
staff also takes a more formal tack. It
sends out a query to all partners, principals, directors and managers which
attracts lively responses.
Putting out an office newsletter requires work, but it can also be fun. Editors certainly don't need to have had
training on a college magazine to do it.
A small group can start a newsletter.
Once the reputation of a newsletter
grows, the editors may have more volunteers than they thought possible.
For those who did enjoy writing for
the school paper or yearbook, but
haven't written a thing since—with the
exception of client reports or letters
home—here's an opportunity. Anyone

who tries his hand at reporting and
writing will gain confidence fast by
keeping a good dictionary, a grammar
book and Roget's Thesaurus close at
hand. And practice on the newsletter
can result in more effective professional
writing. Wives at home can also be
brought into the newsletter act. Perhaps one of them would like to tackle
reporting on the annual dinner-dance.
Someone with sketching ability can
become the newsletter artist. Many
H&S newsletters use a drawing or
photograph as part of the eye-catching
opener on the front page. H&S Seattle
calls its newsletter just that-H&S—
Seattle. Its sketch, done by the daughter of a Seattle businessman, shows a
panorama easily identifiable to all who
know the city. A newsletter offers camera buffs the chance to chronicle both
big events and sidelights.
For those who like to be near the
news-producing staff, but hesitate to
attempt reporting and editing, there
are satisfactions in the copy editing and
production of an office newsletter. Typing, cutting stencils, proofreading and
distributing are all part of the job.
As in anything we do, there are
bound to be some frustrations at times.
In news work there are always deadline crises. It's almost press time, and
that meeting you wrote up (with an
excess of confidence, in advance) has

been postponed at the last hour. But
you fill the gap somehow and things
seem to work out.
A newsletter can be a quarterly or
bi-weekly, and the number of pages
may range from two to 22. But it should
be tailored — in both frequency and
thickness—to the needs and the staff
capabilities of the office publishing it.
An office Report Department can
handle reproduction and help editors
establish the best format. A typical
H&S newsletter measures 8½ by 11
inches. Some can be folded and inserted easily into a regular businesssize envelope, then mailed to homes—a
distribution method many offices use.
Different varieties of paper stock can
be used. Cleveland uses a very sturdy
grade, changing the color each issue.
Some publications change inks for special occasions.
Reproduction methods vary. Most
offices use multilith; others employ
commercial offset, the ubiquitous Xerox
machine, or the mimeograph.
Check different methods and find
out which process is best for your
needs. Consider appearance of finished
product, quantity needed and costs.
Whatever the reproduction method,
whatever the color of ink, when your
first issue appears in print, you'll get a
sense of satisfaction that all editorial
people have—you were part of it!
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